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ABSTRAK 
PENGARUH CONSUMER PERSONALITY TRAIT OPENNES, BRAND PERSONALITY 
Dan BRAND LOYALTY  





Yan Ayu P P 
F.0208193 
 
Tujuan penelitian ini adalah untuk menguji pengaruh hubungan antara personality trait 
opennes, brand personality, dan brand loyalty. Rumusan masalah yang diteliti adalah apakah 
terdapat hubungan antara personality trait opennes dengan brand personality, apakah ada 
pengaruh antara hubungan personality trait opennes pada brand loyalty, serta apakah ada 
pengaruh antara brand personality terhadap brand loyalty. 
Penelitian ini menggunakan metode survey dimana responden diwawancarai dan diminta 
mengisi kuesioner berskala likert lima poin. Target populasi penelitian adalah konsumen yang 
melakukan pembelian minimal lebih dari dua kali di Batik Arum Madani Surakarta. Sampel 
sebesar 230 responden, Teknik pengambilan sampel yang digunakan adalah metode convenience 
sampling. 
Metode analisis yang digunakan dalam penelitian ini adalah Analisis SPSS (Statistical 
Package for Social Science) 15.0 for Windows. Hasil penelitian ini kemudian dilakukan analisis 
terhadap data yang diperoleh dengan data secara kuantitatif. Analisis kuantitatif meliputi: uji 
validitas dan reliabilitas, uji asumsi klasik, analisis regresi berganda, pengujian hipotesis melalui 
uji t dan uji F, serta analisis koefisien determinasi (R2). 
Mengacu pada hasil analisis yang telah dilakukan, dapat disimpulkan bahwa personality 
trait opennes berpengaruh signifikan dan positif terhadap brand personality, personality trait 
opennes berpengaruh signifikan dan positif terhadap brand loyalty, serta brand personality 
berpengaruh signifikan dan positif terhadap brand loyalty. 
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ABSTRACT 
THE EFFECT OF CONSUMER PERSONALITY TRAIT OPENNES, BRAND 
PERSONALITY AND  BRAND LOYALTY 





Yan Ayu P P 
F.0208193 
 
The purpose of this study was to examine the effect of the relationship between 
personality trait opennes, brand personality, and brand loyalty. Formulation of the problems of 
this research were study was whether there was a relationship between brand personality trait 
opennes with personality, whether there was a relationship between personality trait opennes 
influence on brand loyalty, as well as whether there was influence between brand personality on 
brand loyalty. 
This study used a survey method in which respondents were interviewed and asked to fill 
out a five-point Likert scale questionnaire. The target population were consumers who had made 
a buying of at least more than twice in Batik Arum Madani Surakarta . Sample of 230 
respondents, which the sampling technique used was convenience sampling method. 
The method of analysis used in this study was the analysis of SPSS (Statistical Package 
for Social Science) 15.0 for Windows. The results were then conducted an analysis of the data 
obtained with the quantitative data. Quantitative analysis included: validity and reliability, the 
classical assumption test, multiple regression analysis, hypothesis testing via t test and F test, 
and analysis of the coefficient of determination (R2). 
Referring to the results of the analysis that had been done, it could be concluded that the 
personality trait opennes significant and positive impact on brand personality, personality trait 
opennes significant and positive impact on brand loyalty, and brand personality significant and 
positive impact on brand loyalty. 
 
 





































































































































































































“ Dan Barang siapa bertawakal kepada Allah, niscaya Allah akan 
mencukupkan (keperluan) nya” 
(QS. At Talaq: 3) 
“ Semua orang itu mampu, tinggal dirimu sendiri yang menentukan mampu 
untuk jadi apa kelak” 
 (My Father) 
“ A Miracle is another name of an effort” 
(Sulli-Minho) 
“ Jangan pernah katakan tidak bisa, Berusahalah dahulu bahwa kamu bisa, 
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